The purpose of this research was to characterize the quality of the service of the industries of processing and marketing of drinking water for human consumption in the Municipality of Riohacha, Colombia. The investigation was typified as descriptive, field, framed with a non-experimental correlational design. The sample studied was made up of one hundred and sixty (160) subjects from the total universe of the population. The observation was selected as a data collection technique, using a survey, a questionnaire was designed consisting of forty-seven (47) items with four alternatives answers according to the Likert scale. Favourable results were obtained in relation to the quality of service in the industries studied and positive opinions addressed to the tangible and intangible elements. The conclusions showed that the variable quality of service had a positive behaviour oriented to the satisfaction of the clients of the companies studied.
Introduction
In the Municipality of Riohacha, according to data provided by entities specialized in the control, monitoring and statistics of commercial establishments [1] , there are five manufacturing industries that supply and sell packaged processed water and derived products, however, many shortcomings are observed in these entities with respect to the quality of the service provided to the community of Riohacha, this in terms of the handling of the product offered and therefore the manner of marketing, which are not in accordance with the parameters established for that purpose.
However, the manufacturing, processing and marketing industries of drinking water for human consumption are: Pure Water María Mina and Purified Water La Perla, Purified Water La Placita, Agua el Oasis and Pure Water AquaRosa, nevertheless, not all present problems in the present, as there are three of them, which since a few years ago have been presenting problems to stay in the market and require a management analysis, especially in the quality of the service, to achieve possession in front of the competition.
It should be noted that the three companies that present the problematic are: Agua Pura María Mina, La Placita purified water and AquaRosa Pure Water, which are characterized according to their size, in medium and small companies, which have been commercially sustained, for the opportunities conceived by the lack of potable water and inefficiency in the aqueduct system provided by public entities, leaving aside the motivation to provide a quality service. Generating this way, a socioeconomic issue in which the affected ones are, both the industries and their clients, radiating this, in the community, besides the quality of the service as for the quantity, prices and opportunity in the delivery are giving way to other companies that bring drinking water from other cities in the country.
In effect, quality is considered as all the peculiarities and characteristics of a product or service that are related to the ability to meet certain needs. The quality is the agreement to the specifications of the client. However, the improvement of quality is essential for organizations to remain competitive [2] .
Within this framework, the Juran postulates [3] towards a quality system are those that are more in line with the purposes of the research in the sense that a quality system is nothing more than the set of resources needed to obtain products or services. services with quality, leaving it clear in their trilogy where they plan, control and improve processes every day in such a way that they can provide products or services efficiently and effectively.
On the other hand, the quality system forces companies to work based on the eight principles where each one of them intervenes in one way or another in the development of products or services of excellent quality [4] . The quality of the service begins with the client's needs and ends with his satisfaction [5] . Similarly, the quality of service can be measured, as the difference between the expected value and the perceived value of the customer [6] .
Certainly, the tangible elements include several factors such as: the elements and artefacts that intervene in the service: facilities, infrastructure, equipment, processes and finally the appearance of the staff, positive and relevant aspects for users. A Quality of service in the processing and marketing industries 4509 favourable evaluation in this area invites the client to make his first transaction with the company. There are few customers in the industry that just visit the manufacturing plant or know their production system, they decide to make their first order. Not to mention the companies in the market sector: An adequate display of the products that they sell influences a potential customer [7] . Particularly, there are four elements that make up the product and among these are the intangible elements, defined as a series of attributes that are perceived by the costumer as symbolic contents of the same. The basic difference between products and services, which is universally cited, is intangibility; because services are executions or actions instead of objects, it is not possible to see, feel, taste or touch them in the same way that tangible goods can be perceived [8] . In this order of ideas, the work on quality of the service in the industries that commercialize drinking water for human consumption, maintains its interest from the perspective of the organization that requires these small companies from the management of the owners and / or administrators, this allows us to make a contribution to the business development in the city of Riohacha, and this in turn, are inserted in modern trends on the quality of service, which implies that from the theory studies can be carried out to be put into practice by these entrepreneurs who so require it and thus compete with the products that come from other cities or from abroad. The objective of this article is to characterize the quality of service in the processing and marketing industries of drinking water for human consumption in the Municipality of Riohacha.
Methodology
According to the analysis and scope of the results, it can be affirmed that this research is of a descriptive type [9] and the treatment was of a non-experimental nature. The population [10] is constituted by five companies that process and sell drinking water for human consumption in the Municipality of Riohacha and the study was delimited for three of them that present the problem in the quality of the service. In addition, the clients of these companies are the stores that according to the Chamber of Commerce of the Municipality of Riohacha, 750 of these businesses are legally registered. 160 surveys were applied to customers, that is, to small retail distributors (store owners), with 30.7% for Commune 1, 33.6% for Commune 2, 18.4% for Commune 3, and 17.3% for Commune 4, as shown in Table  1 In this research the technique of observation through the survey was used and as a tool a questionnaire consisting of forty-seven (47) items with response alternatives under the Likert scale. The method used and applied by means of the pilot test was the Cronbach coefficient (alpha), which was carried out through the application of the SPSS program for the analysis of reliability, taking a sample of ten subjects for the realization of the pilot test, and obtaining as a result an index of r = 0.9568.
As a technique for the analysis of the data, the absolute and relative frequency distribution was applied, in addition, the use of the table of Baremo for the measurement of the frequencies, giving them a value and a categorization as determined in Table 2 . Table 3 shows a tendency related to the product indicator of 68.44% of the surveyed population to say that almost always the equipment of the processors and marketers of drinking water are modern, having the product processed and marketed an attractive presentation, since the organization is going at the same time with technology when offering such products. Likewise, 21.88% of the trend was aimed at the response almost never, and only 9.69% showed the alternative never in relation to the aspects analysed.
Results and discussion
It was evidenced, in terms of the product indicator, that a majority trend showed that the equipment is modern, having the product processed and marketed with an attractive presentation, since the organization goes hand in hand with the technology when offering said products, to despite the fact that another significant group responded in the opposite way with regard to these elements.
These results are related to what Stanton et al say's. [11] who affirm that a product is related to a set of tangible and intangible attributes that encompass a series of elements such as packaging, colour, price, brand, plus the services and reputation of the seller, as well as the quality of this.
In this way, as the elements analysed in the industries under study are handled, it can be said that they market products with an attractive presentation, implemented high technology and modern equipment that leads to the quality of the service offered. The trend related to the Place (Table 4) shows that 57.81% of the surveyed population was oriented to respond that they always find the product whenever they need it, arriving on time with the required quality, being its distribution satisfactory and efficient, being relevant to this the points of sale. However, another percentage of 42.19% of the trend was aimed at pointing out the option almost always in reference to the aspects analysed.
t was known that a majority tendency of the surveyed responded favourably by referring to find the product each time they need it, arriving on time with the quality required, through its satisfactory and efficient distribution, being relevant for this the points of sale.
The results obtained are agree with what was stated by McCarthy and Perreault [12] , who refer that the place is responsible for all the necessary decisions to get the right product to the place where the target market is located, so it does not serve the client if it is not available at the time and place where it wants it.
In this sense, it can be inferred that according to the results obtained, the industries under study perform an effective distribution of the product as customers find it in the time they need it and with the desired quality, using for them the sales points as distribution technique. Table 5 shows a tendency related to the Reliability indicator of 69.69% of the surveyed population refer that always the Processing and Marketing Industries of Drinking Water for human consumption in the city of Riohacha show interest in solving problems to their customers, offering good service from their first time and at the promised time, in addition to keeping it free of errors. Likewise, 21.56% of the trend was directed to the answer almost always, while a percentage of 8.75% expressed the alternative almost never in reference to the aspects described above.
It was observed in terms of reliability, that a large majority of the population thought favourably when referring that these companies show interest in solving problems for their customers, offering good service from the first time and in the promised time, in addition to maintaining it free of errors.
These results agree with what Zeithaml and Bitner [7] stated, which affirm that reliability is related to the ability to provide the service in a reliable, safe and careful manner, including punctuality and all the elements that allow the user to perceive their levels of information and personal knowledge, as is happening in the industries studied. The tendency related to the response capacity (Table 6) shows that 54.38% of the surveyed population was oriented to answer that always the Processing and Marketing Industries of Drinking Water for human consumption in the city of Riohacha keep their clients informed about each of its services, offering its employees a quick service to their clients being willing to help them and willing to answer their questions. Nevertheless, 45.63% of the trend was aimed at pointing out the option almost always in reference to the aspects analysed.
Regarding the response capacity indicator, a majority group of the population agreed in answering that the Processing and Marketing Industries of Drinking Water for human consumption in the Municipality of Riohacha keep their clients informed about each of their services, offering their employees a Quick service, being willing to help them and willing to answer your questions.
These results are in full agreement with Zeithaml and Bitner [7] , who point out that the response capacity is important because of the attitude shown by the company, providing a fast service, the willingness of employees to help, the timely fulfilment of commitments and the ability to solve problems in any unexpected situation, as evidenced by the Processing and Marketing Industries of Drinking Water for human consumption in the city of Riohacha.
Similarly, the results showed favourable opinions regarding the safety indicator, pointing out that the behaviour of the employees of the Processing and Marketing Industries of Drinking Water for human consumption in the Municipality of Riohacha transmit confidence and are always kind with customers, making them feel safe with their transactions, in addition, these workers have abundant knowledge to answer their questions, as explained by Heller [13] , who states that employees must have a clear judgment of their duties, as well as provide their services with courtesy.
Finally, when determining how tangible and intangible elements affect the quality of the service, it is important to emphasize that they intervene directly in this aspect, since all the peculiarities and characteristics of a service are related to the capacity to satisfy the needs of consumers, who through the concordance of their specifications, can determine competitiveness in any organization.
However, as can be seen from the results obtained, both the tangible and intangible elements mostly showed favourable opinions of the population, which could determine the degree of customer satisfaction and therefore the quality of service, being this provide the first mentioned aspects.
This is what Morillo says [5] , who explains that the quality of the service begins with the client's needs and ends with their satisfaction. Therefore, all these tangible and intangible elements represent attributes of great relevance for the perception of customers, which plays a fundamental role in determining the quality of the service offered by the Processing and Marketing Industries of Drinking Water in the Municipality of Riohacha.
Conclusions
It could be inferred that the industries offer a product with an attractive presentation, which is marketed and processed through the application of cutting-edge technology, as well as modern equipment. Likewise, it was known that the products are promoted in a massive way, using previous studies and personal sales, in addition to having a satisfactory distribution. Regarding the price of it, it was concluded that they are in accordance with the quality and the cost of production. Also, it was found that the industries show interest in solving problems for their customers, offering good service from the first time and in the promised time, in addition to keeping it free of errors. In the same way, it was known that the employees provide a quick service to the clients, helping them and responding to all their concerns, as well as transmitting trust and treating them kindly.
To concluded that customers consume the product continuously and according to their needs, being the main reason to acquire the prices and the service provided. Similarly, the results showed that the product offered by the industries under study has a high level of acceptance, since they cover the needs of their consumers. Likewise, it is concluded that there is a relation between these elements, since the perception that the consumer or client has of the product, both of its tangible and intangible elements, determine the quality of the service, and therefore the positioning of the industries in the market.
Finally, a majority tendency was observed to express a favourable opinion regarding the tangible elements, intangible elements and the satisfaction of the clients, concluding in this way that the variable object of study had a positive behaviour oriented to the companies under study.
